The question of what factors affect spectators' c o n s u m p t i o n b e h a v i o r ( s u c h a s a t t e n d a n c e frequency, future attendance, and future merchandise consumption) is an important issue for spectator sports marketers, because the revenue related to game attendance is an important income source for professional sports. If factors affecting spectator consumption behavior are clarifi ed, sports marketers will be able to more effi ciently build marketing strategies for their target market.
Introduction

Factors affecting spectator's consumer behavior
Purpose of study
To e x t e n d o u r u n d e r s t a n d i n g a b o u t t h e characteristics of South Korean and Japanese sports consumers from the global sport marketing perspective, this study aimed at examining the motivational factors affecting the consumption behaviors (attendance frequency, intention to attend more future games, and intention to purchase merchandise in future) of K-league and J-league spectators, and their predictability to explain the variances among them.
K-league (the Korean professional soccer league) and J-league (the Japanese professional soccer league)
The size of the South Korean sports market has been estimated to be 14.75 trillion Won (14.75 billion US dollars), amounting to 2.04% of South Korean GDP in 2002 (Korean Sports White Paper, 2003 . The K-league was started in 1983. Total annual attendance was about 2 million people and the average attendance per game was 14,366 in 2002. The size of the market was estimated at 116 million US dollars in 2002 (Korean Sports White Paper, 2003) .
The size of the Japanese sports market has been estimated to be 4.38 trillion Yen (37.75 billion US dollars) in 2004 (Japanese Leisure White Paper, 2005) . The J-league was started in 1993. The clubs' average operating incomes were 2,833 billion yen for the 16 J1 clubs and 978 million yen for the 12 J2 clubs in 2003. The average club gate revenues were 584 million yen in J1 and 195 million in J2. Average advertising revenues were 1,307 billion yen for J1 clubs, and 409 million yen for J2. The average attendance per game of J1 clubs was 17,351 in 2003 (from the offi cial announcement of the J-league on its website). Funk, et al., (2002) suggested 12 individual motives of American women's professional soccer spectators using multiple linear regression analysis. They claimed that these motives explained 54% of the variance in the level of spectator support for women's professional soccer. Fink, et al., (2002a) examined the relationship of specifi c motives on the variance of team identifi cation for intercollegiate basketball spectators. They found that vicarious achievement explained the most variance in team identifi cation. Swanson, Gwinner, Larson, & Janda (2003) identifi ed the impact of four individual psychological motivations (team identifi cation, e u s t r e s s , g r o u p a f fi l i a t i o n , a n d s e l f -e s t e e m enhancement) on college students attending sporting events and found that there was a signifi cant, direct relationship with intention to attend sporting events among both men and women. Funk, et al., (2000) showed that four motivational factors (team attraction, sport attraction, player attraction, and community pride) signifi cantly predicted a spectator's length of time as a fan in their J-league surveys of 1998 and 1999. Mahony, et al., (2002) identifi ed seven motives (drama, vicarious achievement, aesthetics, team attachment, player attachment, community pride, and sport attachment) which affect the current attendance frequency and length of time as a fan of J-league spectators. Hong, et al., (2005) examined motivation of Japanese http://www.soc.nii.ac.jp/jspe3/index.htm 235 baseball fans' interest in Major League Baseball. They identifi ed three primary spectator motives (overall interest in baseball, interest in players, and quality of games) for Japanese interest in MLB.
Review of literature
Motivational factors affecting consumer behavior
In researching the WKBL (women's Korean basketball league), Lough and Kim (2004) reported that the most important socio-motivation affecting women's Korean basketball spectators' attendance was entertainment value.
Spectator motivation scales
Various motivation scales for spectatorship have been suggested by scholars from social and psychological viewpoints. Wann (1995) has developed the Sports Fan Motivation Scale (SFMS), which consists of eight motives (eustress, self-esteem, escape, entertainment, economic factors, aesthetics, group affi liation, and family needs) based on the existing motivation theories of sport sociology (e.g., Mcpherson, 1975; Sloan, 1989; Gantz & Wenner, 1995) . Milne and McDonald (1999) have also suggested the Motivations of the Sport Consumer (MSC), which includes 12 motivation factors (stress release, skill mastery, aesthetics, self-esteem, self-actualization, value development, s o c i a l f a c i l i t at i o n , a f fi l i a t i o n , a c h i e vement, risk-taking, aggression, and competition) based on the work of Sloan (1989) and the motivation theory of Maslow (1943) . Trail and James (2001) have argued that these prior scales were limited in some aspects with regard to their validity and reliability. They conducted more rigorous statistical tests and then developed a motivation scale called the Motivation Scale for Sport Consumption (MSSC). It consists of 27 items related to nine motivation constructs: achievement, knowledge, aesthetics, drama, escape, family, physical attraction, physical skills, and social. Funk, et al., (2001) have developed the Sport Interest Inventory (SII), which was developed for measuring potential motives of women's soccer spectators, including drama, vicarious achievement, aesthetics, interest in the teams, interest in the players, interest in soccer, national pride, excitement, social opportunity, and support for women's opportunities. Further, more recent studies have dealt with a wider array of motives than in the past (Funk, Mahony, & Ridinger, 2002; Funk, Ridinger, & Moorman, 2004) , and developments and refi nements of spectator motivation scales have been continued by various scholars in order to measure different kinds of sports and various types of spectators (e.g., Fink, Trail, & Anderson, 2002; James & Ridinger, 2002; James & Ross, 2004; Mahony, Nakazawa, Funk, James, & Gladden, 2002; Robinson & Trail, 2005) .
In Japan, Matsuoka and Fujimoto (2003) have suggested a motivation scale including 10 motive factors (achievement, aesthetic, drama, escape, knowledge, skills, social interaction, team affi liation, family, and entertainment) based on the Motivation Scale for Sports Consumption (MSSC) by Trail and James (2001) . On the other hand, Lough and Kim (2004) have reported that there has been limited research in the fi eld of spectator motivation in Korea. Moreover, they indicated that most of the previous motivation studies have dealt with sports activity participants in Korea. Therefore, more studies that focus on identifying Korean spectators' motives or try to develop reliable scales are currently needed.
Methodology
Instruments
Because there was no scale available to measure the motives of both Korean and Japanese spectators simultaneously, the authors believed that further developments and refi nements of the existing scales were needed to meet this need. The motive factors and sub-items were generated by following procedure. We selected nine motive factors (i.e., escape, drama, affi liation, family, social interaction, vicarious achievement, aesthetics, entertainment, and skill) which have consistently shown importance in previous studies (Funk, et al., 2001; Milne & McDonald, 1999; Sloan, 1989; Trail & James, 2001; Wann, 1995) at fi rst. To these, we added 4 motive factors (interest in soccer, interest in player, community pride, knowledge) which were considered to be important motives of J-league spectators, based on a review of the previous J-league research (Funk, et al., 2000; Mahony, et al., 2002; Matsuoka & Fujimoto, 2003) . We selected sub-items by referring to a number of current studies on spectator motivation (Funk, et al., 2001; Funk, et al., 2002; James & Ross, 2002 , 2004 Trail, Fink, & Anderson, 2003; Trail & James, 2001) . From these procedures, 13 motive factors and 39 sub-items (interest in soccer, interest in player, community pride, vicarious http://www.soc.nii.ac.jp/jspe3/index.htm 236 achievement, team affi liation, family, social interaction, entertainment, drama, escape, physical skill, knowledge, and aesthetics) were generated. These were translated into Japanese and Korean by the authors. In order to identify the validity of scales, two trials of panel discussions were conducted using panelists who were Japanese university professors in sports management, sports sociology, and English literature. Similar panel discussions were conducted at Korean universities among panelists who were doctoral students majoring in English literature and sports management and a professor in sports sociology. In addition, an administrator of the Daegu Football Club also participated in the panel discussion.
From the results of the panel discussions, it was found that some items of the 13 motive factors were considered to be similar to each other in meaning, and also there were limitations relative to the length of the survey. For this reason, a reduction of some motive factors or sub-items was needed.
Therefore, two times of further pre-tests were conducted using students majoring in Health and Sports Science at a Japanese university. The fi rst pre-test was conducted using 70 students in order to fi nd any items which were not clear in meaning when it was translated from English into Japanese, and also a similar pre-test was conducted using 50 university students majoring in physical education at a Korean university for the same purpose as the above.
Also, we considered that it was necessary to conduct a preliminary exploratory factor analysis on the original set of items. Wann (1995) has mentioned that this procedure is a standard method for tightening a scale by eliminating poorer items and thus producing a more reliable and manageable instrument. However, because most of the Korean students on the fi rst pre-test answered that they had no experience of attending a professional sports game in the current season, the second pre-test was conducted using only 200 Japanese students from the same university with the fi rst pre-test to identify the conceptual construct of motive factors. Of the 200 Japanese students, 112 answered "Yes" to the question of "Have you attended a professional sports game at a stadium in the last year?" Only data from these respondents were used for analysis, and an exploratory factor analysis (with a varimax rotation) was conducted. Internal consistency of scales was identifi ed by Cronbach's alpha coeffi cients. Some items were considered not to be internally consistent nor to contain criterion validity. They were altered from other expressions or words used in the previous studies (Funk, et al., 2001; Funk, et al., 2002; James & Ross, 2002 , 2004 Trail, Fink, & Anderson, 2003; Trail & James, 2001) .
As a result of the pre-test, the items representing t e a m a f fi l i a t i o n a n d v i c a r i o u s a c h i e v e m e n t , knowledge and physical skill subscales were loaded on the same factor for each other. We decided to include only the items measuring vicarious achievement and physical skill. Also, since the "interest in soccer" sub-items were signifi cantly correlated with other sub-items (e.g. vicarious achievement, physical skill, knowledge), they were eliminated. The aesthetics and physical skill sub-items were also correlated. High correlation between two motives (aesthetics and physical skill) has already been reported by Trail & James (2001) . Thus, we decided to adapt only the physical skill sub-items for measuring. From these procedures, the 9 motive scales for K-league and J-league spectators were completed. And then, because strong infl uences of team identifi cation on spectators' consumption behavior have been demonstrated in various prior research (Funk, et al., 2001; Mahony, et al., 2002; . Thus, we decided to add two items of team identifi cation scales from Trail, Fink, & Anderson (2003) , thus we fi nally hypothesized that these 10 motivational factors (9 motives and team identifi cation) would affect the consumption behavior of both K-league and J-league spectators. The questionnaire for the main survey consisted of 10 motivational factors (9 motives and team identifi cation) and 29 sub-items, 3 items of sport consumption behavior (current attendance frequency, intention to attend more future games, intention to purchase merchandise in future), and 4 items of demographic variables. The scales for the motivations used a 7-point response format ranging from 1 "strongly disagree" to 7 "strongly agree".
Procedures
Data were collected from four different K-league and J-league games played at four different stadiums including Seoul and Daegu in Korea, and Tokyo and Chiba in Japan. All of the four games were day-games, held on weekends during the period between October 7 and November 30, in 2004. http The methods of data collection were same at the four games, using the following procedures. Data collection was carried out from 2 hours before, until 10 minutes before the kick-off, using 1,400 self-administered questionnaires which were distributed randomly to people aged 16 years or older, seated on both 2 sides of the aisles, from each of 8 seating sections except for the seating sections reserved for visitor team supporters. About 10 minutes after the questionnaires' distribution, surveyors visited the respondents again and took the questionnaires back. We received 1,095 useful answers in total. They were 510 from the K-league stadiums and 585 from the J-league stadiums.
Data Analysis
The procedures from the 12.0 SPSS for Windows and Amos 5.0.J. computer programs were utilized to conduct data analysis. Descriptive statistics were calculated for the demographic and spectator consumption variables.
A c o n fi r m a t o r y f a c t o r a n a l y s i s ( C FA) was conducted using a randomly selected sub-sample (n=250 for each of the Korean and Japanese samples) to verify the internal consistency and construct validity of the motivation scales by utilizing the Amos 5.0.J.
Multiple regression analyses were conducted using a randomly selected sub-sample of 250 respondents which was not previously used in the CFA to examine the relationships between the motivational factors and the spectator consumption variables (e.g. current game attendance, intention to attend more future games, and intention to purchase merchandise in future). Table 1) The sample of K-league spectators included 510 respondents. It showed that 57% (n=289) were male, and 43% (n=218) were female, ranging in age from 16 to 58 years old. The majority of respondents were in their 20s (n=204, 40%) and 30s (n=166, 33%). 42% (n=215) of the respondents were married, 58% (n=292) were single, 41% (n=202) of them attended the game with their family, 32% (n=160) were with friend(s), 8% (n=40) were alone, and 14% (n=69) were with a boyfriend or girlfriend. 75% (n=372) of the respondents had attended home games of the current season (about 20 matches including tournament games per year) 4 or less times and 18% (n=87) of them had attended 5 to 10 times. Only 6% (n=32) of the respondents answered that they had attended the games over 10 times.
Results
Descriptive variables of both samples (See
The sample of J-league spectators included 585 respondents. It showed that 57% (n=332) were male, 43% (n=251) were female, ranging in age from 16 to 67 years old. The Japanese respondents were well balanced in age. Those under 20 constituted 8% of the respondents (n=46), those in their 20s were 28% (n=165), Those in their 30s were 34% (n=200), in their 40s were 20% (n=116), in their 50s were 8% (n=44), and those over 60 were 2% (n=11). 46% (n=269) of the respondents were married and 54% (n=315) were single. 46% (n=268) of the respondents attended the game with their family, 32% (n=186) with friend(s), 11% (n=66) alone, and 9% (n=54) with a boyfriend or girlfriend. Attendance frequency of the Japanese respondents was high; 28% (n=160) had attended the regular season home games (about 20 matches in total per year) 4 or less times, 26% (n=149) from 5 to 10 times, 23% (n=132) from 11 to 19 times, and 23% (n=136) 20 or more times.
Validity and reliability of the motivation scales in this study by CFA (See Tables 2, 3, 4, 5)
The results of CFA for the K-league respondents are presented in Table 2 . They show that the data adequately fi t the hypothesized ten-factor model. The CFI (=.928) were both above the 0.90 level recommended (Kline, 1998) , and also The GFI (=.878), RMSEA (=.062), AGFI (=.840), and NFI (=.891) were at acceptable levels. The Cronbach's alpha coeffi cients ranged from .731 to .933 for the ten motivation subscales, also being within the reliable range. The chi-square divided by degree of freedom value was within the range of the below 3:1 ratio (χ 2 / df = 795.334 / 332 = 2.396) recommended by Kline (1998) . Regarding individual item loadings, the player, community pride, entertainment, drama, escape, skill, and social interaction subscales, each had one item that did not load at the recommended .707 level (Fornell & Larcker, 1981) . Also, Average Variance Extracted (AVE) for ten factors indicated a http://www.soc.nii.ac.jp/jspe3/index.htm 238 range of from 0.76 to 0.93, which was considered to be reliable. Table 3 shows the correlations among the motivation factors of the K-league respondents.
The results of CFA for the J-league spectators are presented in Table 4 . They also show that the data adequately fi t the hypothesized ten-factor model. The GFI (=.913) and CFI (=.932) were both above the 0.90 level recommended (Kline, 1998) , and The AGFI (=.886), RMSEA (=.053), and NFI (=.897) were also at acceptable levels. The Cronbach's alpha coeffi cients ranged from .759 to .953 for the ten motivation subscales, also being within the reliable range. The chi-square divided by degree of freedom value was within the range of the below 3:1 ratio (χ 2 / df = 662.836 / 332 = 1.996) recommended by Kline (1998) . Regarding individual item loadings, the player, entertainment, drama, skill, and social interaction subscales, each had one item that did not load at the recommended .707 level (Fornell & Larcker, 1981) . Also, Average Variance Extracted (AVE) for ten factors indicated a range of from 0.60 to 0.96, which was considered to be reliable. Table 5 shows the correlations among the motivation factors of the J-league respondents.
4.3. Means (standard deviations) of spectator mot ivat ion on the K-league and J-league spectators (See Table 6) As Tables  7, 8 , 9, 10, 11, 12) Three multiple linear regression analyses were employed for both samples (K-league and J-league Note: (Skill) = physical skill, (Player) = interest in player, (Achievement) = vicarious achievement, (Community) = community pride Table 9 Regression of intention to purchase merchadise on ten factors in K-league *** p<.001, ** p < .01, * p < .05 (β=-0.11, p<.01) , and drama (β=-0.08, p<.05) followed. Three of these motivation factors were related positively to the current attendance frequency of J-league spectators, but two of them were negatively related. (See Table 10 )
Multiple Regression Analyses (See
Twenty four percent of the variance in intention to attend more future games of the J-league spectators was explained by the 10 motivational factors, and this was also signifi cant (p was also signifi cant (p was also signifi cant ( <.001). Team identifi cation (β=0.27, p<.001) was the strongest predictor, and vicarious achievement (β=0.17, p<.001), escape (β=0.15, p<.001), and skill (β=0.09, p<.05) followed. These predictors positively contributed to intention to attend more future games of J-league spectators. (See Table 11 )
Twenty fi ve percent of the variance in intention of the J-league spectators to buy merchandise products in the future was signifi cantly explained by the 10 motivational factors (p motivational factors (p motivational factors ( <.001). Team identifi cation (β=0.29, p<.001) was the strongest, and player (β=0.17, p<.001), escape (β=0.16, p<.001), and vicarious achievement (β=0.13, p<.01) followed. These four motivation factors were related positively. (See Table 12 Tables 7  & 10 
again)
As the results of the multiple regression analyses showed, the 10 motivational factors in this study signifi cantly explained 18% of the variance in current attendance frequency of K-league spectators. We could not say that these predictors suffi ciently explain the variance in the current attendance frequency of K-league spectators. But Mahony, et al., (2002) have already reported that the predictors of many previous studies in this area could not explain more than even 15% of the variance in spectator's consumption behavior. Team identifi cation was the strongest predictor explaining the variance of current attendance frequency in the K-league spectators. This result was consistent with the results of the previous J-league research by Mahony, et al., (2002) . Escape was found as a new predictor to explain the variance in attendance frequency in this study. It was considered that because all of the surveys were conducted on weekends, there were many people attending games who were to be released from their daily obligations or pressure by using the weekend time. However, more future research is needed for identifying whether the escape motive will consistently explain the variance of attendance frequency on weekday games. Also, community pride was related positively with the current attendance frequency of the K-league spectators; this being contrary to the results of previous J-league research (Mahony, et al., 2002) . Family motivation was negatively related with attendance frequency. It was considered that most K-league respondents who were high in the family motivation were not core soccer fans, and those people attended games simply to have a good time with their family members. Thus, it is supposed that their game attendance decisions depend on their convenience. They sometimes may attend soccer games as a family entertainment, but if they fi nd a more attractive family entertainment or the weather is bad, they are not likely to select a soccer game. Therefore, the variance of those peoples' game attendance frequency seemed to be negatively related to the game attendance variable among the K-league spectators. As Mahony, et al., (2002) have already explained about the negative relationship between motivational factors and consumption behavior, this does not mean that these motivational factors negatively affect spectators' game attendance decision.
On the other hand, the 10 motivational factors in J-league spectators signifi cantly predicted 37% of variance in current attendance frequency. These results were more predictable than that of current http://www.soc.nii.ac.jp/jspe3/index.htm 246 previous research (Mahony, et al., 2002) . Team identifi cation and vicarious achievement were also strong predictors to explain the attendance frequency of J-league spectators. Mahony, et al., (2002) have already found that the impact of team attachment and vicarious achievement affect attendance frequency for the J-league spectators, but we found a new affi rmative predictor, which was social interaction. J-league games seem to offer a good chance of social interaction among the members of supporter clubs or among other fans. Player and drama were negatively related to attendance frequency, which accords with the results of Mahony, et al., (2002) . As they have already explained about these negative relationships, this does not mean that the drama and player motives give negative infl uence to the decision of game attendance. The sample of J-league spectators in this study showed high attendance frequency, as there are many of core fans who attended almost all of the current games, whereas the people who were high in regard to player and drama were not considered as core fans and were not so frequent in game attendance. Also, Table 5 shows that player and drama were negatively related with team identifi cation. Thus, it is considered that these factors (player and escape) were negatively related to the high attendance frequency variance of the J-league spectators. Tables 8 &11 again) The 10 motivational factors signifi cantly explained 47% of the variance in intention to attend more future games of the K-league spectators. This was a very high level, relative to previous studies. Four predictors (team identifi cation, vicarious achievement, entertainment, and escape) among them were positively related to it. We found that the K-league teams have much potential to increase their fans' attendance frequency in the future by fostering fan identifi cation with the K-league teams, by increasing the entertainment value of soccer games, or by conducting marketing promotion or special events to attract those spectators who attend soccer games as relief from their daily stress or pressure. On the other hand, player and community pride were negatively related to the intention of future game attendance among the K-league spectators.
Relationships between the 10 motivational factors and game attendance in the future (See
Those fans who were motivated only by particular players were considered as not being core fans in general, thus they are not likely to attend future games because of the lack of big star players (such as David Beckham or Michael Jordan, who can attract spectators to attend games by themselves alone) in the K-league. In fact, most Korean soccer star players are playing abroad. But, because high salary payment would be needed to attract a star player like David Beckham, this is not suggested as a useful strategy for the K-league teams at least at the present time. Although the Korean sports market has been growing recently, revenue generation sources of the K-league, such as ticket sales and broadcast rights, still have been limited. Thus it is considered that if the K-league teams try to satisfy their fans by employing a number of star players, a dangerous fi nancial result could occur. Also, the negative relationship between community pride and future game attendance of K-league spectators was explained by the following. Because of the current situation regarding aspects such as league standings, the team performance of the K-league teams in this study may not be suffi cient to satisfy the fans who have especially strong community pride. These fans are likely to maintain existing levels of community pride in their cities by distancing themselves from the unsuccessful K-league teams.
On the other hand, four of the 10 motivational factors affi rmatively predicted the variance in intention to attend more future games of the J-league spectators. Team identifi cation and vicarious achievement were strong predictors among the J-league spectators explaining the intention of attending more future games. Also, physical skill was positively related to this variance. It is considered that those fans strongly attached to the team or interested in soccer skill are core soccer fans, thus they might have a strong intention to attend more future games. The J-league marketers should do more marketing efforts in order to meet the needs and wants of these fans (e.g., members of supporter clubs and other core soccer fans) for retaining their current attendance frequency. But in fact, these core fans are not expected to increase their game attendance more, because the number of regular season home games is fi xed, and they are already high in game attendance frequency. Therefore, from the viewpoint of generating revenue, marketers need to consider how to increase revenue from team http://www.soc.nii.ac.jp/jspe3/index.htm 247 merchandise sales, food service, and so on. Also, similar to the results of K-league spectators, we found that for the J-league spectators escape was a positive and signifi cant predictor in the variance of intention to attend more future games. But as mentioned above, more future studies will be needed to identify whether these results will be consistent with the results of weekdays. It is considered that J-league fans intend to attend more soccer games on weekends in the future, to escape from their daily pressure or obligations. J-league teams should do more marketing effort to satisfy these fans. For example, conducting a special event for them or increasing the entertainment value of soccer games will be needed. In addition, more services, such as offering spectators more highlights or replays of players' skillful performances, by using an electronic scoreboard, will also be useful for increasing the interest in soccer games.
Relationships between the 10 motivational factors and intention to purchase merchandise in the future (See Tables 9 & 12 again)
The 10 motivational factors predicted 38% of the variance in intention to purchase merchandise in the future for the K-league spectators. Team identifi cation was also a strong predictor to explain the variance of intention to purchase future merchandise, and this was consistent with a previous study (Kwon & Armstrong, 2002) . We found that escape and player were also strong predictors to explain the variance of intention to purchase merchandise in the future for K-league spectators, and drama was also related positively. This means that high team or player attachment has strong infl uence on the intention to purchase merchandise. Moreover, merchandise can deliver some kind of emotional benefi t to fans who attend soccer games in order to escape aspects of their daily life. Their daily stress or pressure could be relieved by purchasing the merchandise of their favorite team and players. It was also considered that those spectators who were high in regard to escape or drama are not only interested in the game itself, but also in merchandise or other entertainment factors. The K-league sport marketers should develop more merchandise products being related to star players of the teams, in order to meet the entertainment needs of soccer games.
On the other hand, the 10 motivational factors predicted 25% of the variance of the J-league spectators in intention to purchase merchandise in the future. Team identifi cation and vicarious achievement also affected strongly their intention to purchase merchandise in the future, also being consistent with the previous study (Kwon & Armstrong, 2002) . Similar to the results of K-league spectators in this research, we found that for the J-league spectators, player and escape were related to the variance of intention to purchase merchandise. Thus it is suggested that J-league sports marketers should offer the various merchandise products related to star players and teams. This could be a useful marketing strategy for satisfying the fans who intend to attend more future games in order to be released from their stress or obligations of daily life. We identifi ed that player, escape, and team identifi cation motives were signifi cant and affi rmative predictors to explain the variance in intention to purchase merchandise in the future for both K-league and J-league spectators. Merchandise consumption seems to be related to team and player attachment, and to the entertainment value of the soccer games. Table 13 presents a summary of the results of the regression analyses. Team identifi cation was positively related with three consumption behavior variances (current game attendance, intention to attend more future games, intention to purchase more merchandise in the future) for both the K-league and J-league spectators. Strong relationships between team identifi cation and spectators' consumption behavior were demonstrated again in this study. Because the results showed that the K-league respondents were low in game attendance and team identifi cation (See Tables 1 and 6 again), K-league managers need to do more marketing efforts to better foster fan identifi cation with each K-league team. In addition, it was considered that there is still room for increasing K-league spectators' attendance frequency by fostering their attachment to K-league team.
Summary of major fi ndings and marketing implications in this study
Player motive showed affi rmative relationships with the variance in the intention of the future merchandise consumption behavior for both the K-league and J-league spectators. Therefore, it was suggested that both K-league and J-league marketers should develop more merchandise goods related to http://www.soc.nii.ac.jp/jspe3/index.htm 248 their star players.
Escape motive was identifi ed as a strong predictor to explain both the K-league and J-league spectators, except for the current attendance variance of the J-league spectators. It was supposed that there were many spectators who attended a soccer game to release daily stress or pressure. Both K-league and J-league managers should do more marketing strategies to satisfy these types of spectators by increasing the entertainment values of soccer games.
Vicarious achievement motive showed the positive and strong infl uences of the three consumption behavior variances of the J-league spectators. Otherwise, there was a positive relationship with only the K-league future attendance. It was considered that there were many hard-core fans (high in team identifi cation and current attendance frequency) and among the J-league respondents, a motive related with team success strongly affected the consumption behavior of the J-league spectators. But in contrast, because most of the K-league respondents are "fair-weather fans" (they showed low team identifi cation and current game attendance), vicarious achievement motive was not a signifi cant predictor explaining the current attendance of the K-league respondents. In addition, it was found that vicarious achievement motive was a positive predictor explaining the intention to attend more future games for both the K-league and J-league spectators. However, because it is impossible for teams to win every game or to win the championship every season, Mahony, et al., (2002) noted that it would be dangerous to rely on vicarious achievement alone to establish and maintain relationships between the fans and a team. Therefore, marketers must strive to foster positive associations that are less dependent on the outcomes of the games.
Conclusions and limitations of this study
The main purpose of this study was identifying the motivational factors affecting the consumption behavior of K-league and J-league spectators.
The results indicated that the 10 motivation factors signifi cantly but not suffi ciently explained the current attendance frequency of the K-league spectators. However, these factors well predicted their future consumption behavior. It was considered that there is great potential in the K-league spectator market. Marketing strategies for fostering team affi liation of K-league fans and increasing the entertainment value of K-league games were suggested in this study. Note: (Identification) = Team Idnetification, (Community) = Community Pride, (Achievement) = Vicarious Achievement, (Social) = Social Interation "+"means that it was positively related with the variance, "-" means that it was negatively related with the variance
Attendance frequency
Attendance in the future Merchandise consumption The results of the J-league spectators indicated that team identifi cation and vicarious achievement were strong predictors to explain the variance in the game attendance frequency of J-league, and these results were consistent with the results of Mahony, et al., (2002) . Also, we found a new predictor, social interaction, to explain this variance.
We found that escape was a new positive predictor to explain the variance in the intention to attend more future games of the K-league and J-league spectators. However, we wondered whether these results would be consistent with those for weekday games. More future studies will be needed to clarify the relationship between motivational factors and future game attendance. Also, we found that escape, player, and team identifi cation were related to the future merchandise consumption in both of the K-league and J-league spectators.
This study extended our understanding about the relationship between the motivational factors and sport consumption behavior and the characteristics of the K-league and J-league spectators. In addition, the strong infl uence of team identifi cation to spectators' consumption behavior was demonstrated again in this study.
The fi ndings of this study could not be generated for all of the spectators in both countries. More future studies of the spectators of different K-league and J-league teams, and the inclusion different sports, will be needed for understanding the characteristics of both countries' sports consumption behavior.
